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To better serve a growing clientele in New York, 
Philadelphia, Boston and other Eastern Points, we 
announce wie pening on January Ist of a New York 
office under the management of our vice-president, 


Mr. a red Ls ‘Turner 


Mr. Turner has had a wide experience in working 
with salesmen and in building up sales organizations. 
He was formerly sales manager for Mason-Davis, Inc., 
of Chicago, and for ten years was Chicago manager for 
the Shaw-Walker Company of Muskegon, Mich. 


Mr. Turner's services will be at the disposal of all 
subscribers to the Dartnell Monthly Sales Service in 
the Eastern territory. 
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Analysis of Reasons Underlying the Failure 
of 207 Salesmen 


By C. R. Johnson 


The close of the war, and the dawn of a new year, has brought out of their dusty pigeon holes a good many 
of the old demons which used to baffle sales managers in the ante-bellum days. And well out in front is the king 
of all bafflers, “Turn-Over in Salesmen.” There he stands, waving a red flag, defying all comers. He is the rascal 
that gnaws the hole through which our hard earned sales profits escape. He is even now rubbing his hands glee- 
fully together in anticipation of 1919 prospects. It is high time that he be put in his place, and to that end Mr. John- 


son has gathered some interesting data, from which he has drawn some equally interesting and helpful conclusions 


Inquiry among readers of SALES MaAn- In view of these figures it is evident 1905 to $592,800,860 in 1915, with 8,000 
AGEMENT indicates that on an average «that here we have one of the big leaks— fewer agents in the field. Under the 


only one out of four salesmen make a leak that plays no small part in the policy of hiring anybody that looked 
good. The turn-over is highest in the high cost of selling. What can be done like a good “risk” and trying them out 
life insurance field where the average’ this year to keep down this loss—a loss the average earnings per agent were 
life of a salesman is only six months. It which will be even more serious this less than $12. With systematic selec- 
is lowest in some of the jobbing lines, year than last because of increased sell- tion this figure was increased in 1915 to 
where the turn-over is surprisingly ing activity and the great number of $23. The experience of the American 


low. Strawbridge & Clothier, for exam- new salesmen which will be taken on? Tobacco Company, which has conducted 
ple, report that they have had no changes For the purpose of review we will di- extensive investigations along this line, 
in their organization this year. Between vide the problem into three causes (1) also conclusively proves that the mortal- 
these two extremes there is a wide dif- selection of applicants, (2) training the ity rate is directly effected by scientific 
ference in the “death rate.” new men and (3) holding the men after selection in place of the “sizing 
In the vacuum cleaner field, where a_ the training period. Let us see what ef- methods so largely in vogue today 
high rate of turn-over might I have already mentioned 
be expected, the Hoover Suc- AEA OU Scieeuniiedmienammneamattl that the: Baker-Vawter Com- 
tion Sweeper Company report pany has reduced its sales- 
that past figures show that WHY SALESMEN FAIL man’s mortality rate from 44 
only one out of four salesmen (207 Cases Under Observation) percent to 20 percent wit! in the 
make good. The same per- last few years. This record 
centage holds trac in. the. case SO CE TNs ce cece ccwenccccctecdeuntcesccnen 30% (which does not include. how- 
‘of the Addressograph Com- Failure to follow Instructions...................... ... 26% ever, withdrawals of men for 
pany of Chicago. In selling Lack of Tact and Courtesy......... ctinwasdeiteawats 12% Federal Service) was brought 
rcpt such alike eon Lack Of SUCK-tO-1ivetiess......... 0... ccc ceeess ave oe nar by bade tata Se = cn 
ing systems, the rate 1s a trifie . aia J better selection methods u 
iets, The Baker-Vawter Lack of Confidence-holding Qualities............. ---+ 8% better training methods. This 
Company used to have a mor- Lack of Knowledge regarding Line.................... 7% company maintains what is 
tality rate of 44 percent, but Unable to Withstand the Counter-Offensive of Buyers. 6% known as a sales employment 
this has now been reduced i i in ht 4% department, under competent 
20 percent. In selling adver- Wie NN acc cccdecuccnvacevenualecs 3% management, whic h is re- 
tising the figures vary accord- : sponsible for keeping the sales 
ing to the class of advertising Ey Phe aye cuwds ek ta eewes eeuma wea enes 2% ranks filled with well-trained 
emia. sold: Tiler Sanwe- Aik FPeeRNON 6.5.6 sii. nh hk tia ecb ieicceaisiwas aca vanwawas's 2% men. It is interesting to note 
the way from 50 percent in ' ' that the first year this new de- 
the novelty field, to 5 percent partment was in operation the 
in the magazine field. In some average earnings of Baker- 
of the classified departments of the large fect these causes exert on the turn-over, Vawter salesmen increased 15 percent, 
newspapers even the 50 percent mark has’ in the light of available data. and the number of salesmen increased 
been passed. These percentages, do not According to the records of the Met- 20 percent. 
of course, include salesmen who make ropolitan Life Insurance Company of The experience of the Westinghouse 
good and leave for other positions, or New York, greater care in the selection Lamp Company is riot unsimilar to that of 
who have entered the service, but only of agents enabled that company to in- the Baker-Vawter Company. “In the vear 
those who fail to make good. crease its business from $430,233,822 in ending October 1st, 1918,” writes Elliot 
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Reid, assistant general manager of the 
company, “we employed twenty-three 
new salesmen, and of these twenty-three 
only two have left us since they were 
hired. 


“The two men who did leave did very 
unsatisfactory work and should never 
have been hired in the first place. They 
were employed in two different district 
territories by the Local Manager, and 
in each case the Managers hired the 
men under pressure of conditions, and 
were in doubt themselves as to whether 
or not the men would make good. I re- 
member in one case we strongly advised 
against hiring one of the men because 
we knew something about him, but the 
District Manager convinced us that there 
was a chance that the man would make 
good. Needless to say the man didn’t 
live up to the expectations of the Mana- 
ger. 

Go to School Two Years 


“All our salesmen are given a very 
thorough training in our business. Im- 
mediately upon the employment of a 
man, he is required to start work on 
our confidential course of study, which 
is a correspondence course covering the 
manufacture, application and sale of our 
product. This course is handled exactly 
the way the 
dence Schools handle their course, and 
extends over a period of about two 
years. 


International Correspon- 


“In addition to this, after a man has 
been with us a month or two or suffi- 
ciently long to demonstrate that he has 
at least the fundamentals of a successful 
salesman, he is brought to our main fac- 
tory at Bloomfield and given three 
weeks’ instruction under the direction of 
our Educational Department. 

“All men who have been with us 
longer than a year are eligible to attend 
our salesmen’s meetings which are held 
once a year and are so arranged that 
every man in the sales force comes in 
for a week’s course of instruction every 
three years. These salesmen’s meetings 
are of course additional to the course for 
new men. 

‘There is absolutely no hope of hold- 
ing a man in an organization unless he 
is reasonably successful within a year 
and in a technical or semi-technical line 
a man cannot attain any degree of suc- 
cess in a reasonable time unless he is 
thoroughly trained in the particular bus- 
iness which he enters. 

“T believe that the mortality in our 
sales force would be extraordinarily high 
if we didn’t make it a point to thor- 
oughly train every new man we employ, 
so that he has a foundation on which 
to build and can be expected to make 
some progress even during the first six 
months he is with us.” 

It is significant that many other alert 
sales managers, forseeing the keen com- 
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petitive conditions ahead, are taking 
steps to give salesmen the very best 
training possible. Their attitude is not 
unlike the father who told a friend that 
he didn’t take a whole lot of stock in 
college education for boys, but he wanted 
to do everything he could to help his son 
make good in the world, and then if son 
failed it was his fault. Among the new 
training schools for salesmen which will 
open this January will be that of the 
Hoover Suction Sweeper Company. “As 
a result of our experience we are estab- 
lishing a school for developing and train- 
ing both our district managers and our 
resale men,” writes Martin L. Pierce, 
merchandising manager for the Hoover 
organization. “Candidates for positions 
as salesmen will be given a try-out be- 
fore coming to the school. 3y this 
means a much larger percentage of suc- 
cess will be obtained than if the men 
had been trained before actual selling 
experience had been secured.” 

A criticism that might justly be made 
of the training methods employed by 
some concerns, and a feature that is 
largely responsible for their high mor- 
tality rate, is lack of thoroughness and 
forced draft training. You cannot crowd 
six years’ experience into a two weeks’ 
study course. We find many sales mana- 
gers who insist that two months is 
plenty long enough to get a line on a 
new salesman. Sometimes it is, but 
more often it is not. We find many in- 
stances of where salesmen have proven 
quite unprofitable during the first three 
months, but after six months they have 
turned the profit corner, and from then 
on made the house money. 


Length of Probation Period 

How long the period of probation 
should be is a matter which each sales 
manager must think out for himself. It 
depends on many things, and differs 
with nearly every business. “In our bus- 
iness,” writes C. A. Burnham, sales man- 
ager of Northrup, King & Co., a Minne- 
apolis seed house, “it takes us a year 
or more to definitely determine a man’s 
value. We endeavor to train them dur- 
ing this period and give them every op- 
portunity to make good. If, at the end 
of the year, the man has not begun to 
show signs of making good, we must 
dispose of him.” The remarkable suc- 
cess which this house has experienced in 
its sales work adds a special significance 
to these words. Mr. Burnham also tells 
us that in the last year he employed 12 
new salesmen. Out of this number one 
has been discharged, one was drafted 
and ten are still on the pay roll. Out of 
the ten only one or two are doubtful. 

Mr. Burnham also touches on another 
important point connected with keeping 
down the turn-over in salesmen. ‘We 
will give these doubtful men every help 
and consideration right up to the very 


58 


end, for we have found that many a 
man will save himself in the eleventh 
hour. We also continue to train and 
develop our men after they have made 
good, regardless of how long they have 
been with us, because we have found 
that this kind of work pays.” While we 
are busily at work doing what we can to 
help the new salesman to make good, 
we must not forget the chap who has 
made good. Not all the failures are 
among the new men, indeed many a good 
salesman has gone stale and had to be 
dropped from the pay roll. This might 
not have happened if his sales manager 
had not “assumed” that the man was a 
success. 

I have also made some effort to de- 
termine the various reasons why sales- 
men fail. A questionnaire was mailed 
to a number of sales managers, replies 
were received from twenty of these, 
reporting on 207 salesmen who had been 
dropped from the pay roll during 1918. 
The average percentages are shown else- 
where. 

How Pratt & Lambert Do It 

While these figures do not lead us to 
any definite conclusions, and in fact tell 
us little that we do not already know 
about failures among salesmen, it is in- 
teresting to find that most of these rea- 
sons can be guarded against the first 
few weeks a man is in the field. But the 
sales manager must take the time to 
really get acquainted with the salesman 
before he sends him out. A. D. Graves, 
manager of trade sales for Pratt & Lam- 
bert, personally spends the greater part 
of three weeks with new men for this 
very reason. Out of five salesmen hired 
by Mr. Graves within a year only one 
1as failed to qualify, due to the fact that 
he was not naturally qualified to be a 
salesman. The reason that so many 
Pratt & Lambert men, not only succeed, 
but succeed in a big measure, is due to 
the careful preliminary training and also 
to the advertising support given to the 
salesmen in the field. In nearly every 
case investigated the turn-over in sales- 
men was far greater in non-advertised 
lines, than in lines where the salesman 
was supported by advertising. Of course, 
there were exceptions to this rule, but 
the figures on the whole lean that way. 

In view of the information before me, 
it is evident that if the mortality rate in 
your sales force is to be kept within 
most profitable bounds during 1919, 
three steps must be taken. First, the 
methods of selection should be practical, 
yet along scientific lines, with less de- 
pendence on “hunches” and “sizing up.” 

Second, some definite policy in re- 
gard to training of new men must be 
adapted, not necessarily a salesman’s 
school, but at least some plan for giv- 
ing the new man a fighting chance. You 
cannot afford to turn him out helpless. 

(Concluded on page 65) 
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Getting Better Acquainted With Your Salesmen 


By N. H. Williams 


General Sales Manager, Cushman Motor Works, Lincoln, Neb. 


We have read a great deal about the wonderful system used for classifying soldiers. |When a man of certai 
qualifications 1s needed the commander can go to the file and find the man he wants within a few minutes. /t is 
all down in black and white what he has done, what his former trades may ‘be, 


everything that is necessary to know. 


his hobby, his family ties, in fact, 
Mr. Williams’ plan, described here, is based on the same general principles. 


‘ven though you may hesitate to ask your men to fill out a blank of this kind, you must admit there is a lot of 


sound logic in the idea. 


How much do you really know about 
your salesmen as_ individuals? Of 
course you know them as_ sales pro- 
ducers and their traits as salesmen. But 
do you know them as men? 

Possibly you have on occasion met 
the wives of some of your salesmen, 
and are able to recall whether they are 
blonds or brunettes. Perhaps in some 
instances, you may be so fortunate as to 
remember correctly whether Simpson 
has one child or four. 


cident insurance? Suppose one of your 
salesmen met with an accident and is laid 
up six weeks. If he has no accident insur- 
ance and goes back on the road carry- 
ing the added burden of heavy doctor's 
bills to pay, in addition to some of the 
regular bills which may in that period 
have accumulated, is he going to be as 
good a man for you as he would be had 
he received sufficient returns from an 
accident insurance company to meet the 


Some wise old 


expense incurred by his accident? 


has said, “lf 


you want to interest the other fellow m 


in your proposition, show in turn, the 


same intense inter- 
est in him and his 
problems, as you 
want him to have 
Could 
you conceive of a 


in yours.” 


better place to do 
this than in your 
own organization? 

Your Credit De- 
partment, in open- 
ing a new account, 
wants to know 
whether a_ dealer 
you sell goods to 
carries insurance 
on his stock. The 
deater without in- 
surance on his 
stock does not 
have the same 
good standing with 
your Credit De- 
partment, and just- 
ly so, as the dealer 
who does, because 
we all know, carry- 
ing fire insurance 
is good _ business 
policy. 

Yet, do vou 
know whether 
your salesmen, 
those who have 
cost you good 
money—and in 
whom vou have an 
investment, upon 
whom vou are de- 
pendent for your 
sales and _ profits, 
are protected with 
health, life and ac- 


Likewise, we know the man who is 


aking an investment of a certain per- 
centage of his funds every year in life 


insurance, in paying for a home, or some 
other conservative investment, is a bet- 
ter man than the one who is not. If 
you show only passing interest in your 
salesmen, isn’t it logical to assume they 
are going to feel that your interest in 
them is only on the surface, and is 
measured more by what you can get out 
of them than for any other reason. The 
more angles you study a man from, nat- 
urally, the better you are going to un- 
derstand him. It is going t l 
you to determine what course he would 


r 


What ie your favorite 
recreation or diversion? 


What systematic course, or 
courses, of study have 
you completed since 
leaving school? 


How long since you com- 
pleted same? 


Are you doing anything 
in eystematic stadying 
at this time? 


f 80, what? 
Briefly, what is your 


conception of e success- 
ful life? 


8) TO ALL CUSHMAN SALESKEN: 


— We want a closer acqtaintenceship and re 


ience. 


This information will be treated with st 
and is for oor files only, for reference 
our records. 


each member of the Cushman Saleo Organization. 


Kindly fill out in detail, returning et your early conven- 


pursue under given circumstances. You 
would know whether he could stand the 
he +} e 

test came. 
) How many of 
your salesmen are 


| 
gooda manin yo 
business as the 
rictest confidence salesman who is 


t xn let r 
ee coer laying aside a given 


sum monthly? 


Same St. Address Wh: : = 
ee nat percent- 
City _ State age of your s 3 
Married Your birth date nen are yllow ing 
— os Humber of children in family Boys any regular course 


Is your present work of 


especial interest to you? 


Fave you ever hendled 
any work that appealed 
more strongly to you? 


If so, what was the 
nature of same? 


What is your greatest 
anbition? 


ive here any additional 
nformation that would 
nterest us. 


— Ages . Girls i.ge 


of study, and along 


© Telephone number 


what lines? 


Do you orm property riere 
you reside? 


If you knew the 
conception that 


Eow long have you resiced 
at this address? 


What is ti.e epproxirate 
velue of other property, 


each of vour sales- 
men held, as to 
what, in their opin- 


ion, constituted a 


or properties, or stock 
owned oy you? 


} successful life, 


Of what lode, or ledses ere 


member in sood stencing? 


NEw=LD 
11-14-18 


senmeaet wouldn’t it give 


vou a clearer un- 


Do you carry Accident 
cu popcll_ tener 
Insurance? 


? ve 
If so, how much 


Do you carry Health 
Insurence? If eo, how much? 


O Do you carry Life 


Insurance? If 80, how much? 


Eow do you usually spend 
your spare time? 


derstanding of 
their viewpoints? 
ae If 


one of your 


salesmen told you 


there was other 
work of more in- 
terest to him than 
that in which he 


\ 


} was at present en- 
gage d for vo a. 
asin would you feel he 


Salesmen Will Gladly Fill Out These Blanks if Properly 


Approached by Sales Mamager. 
59 


was a man you 
wanted to keep 
and depen 1 on for 


future responsibilities? To the contrary, 
the probabilities are, you would admire 
his frankness, and get busy to bring 
about a change in his viewpoint, or to 
replace him. Confronted with a desire 
to get below the surface, in an acquaint- 
anceship with our salesmen, prompted 
the preparation of a “KNOW YOU 
BETTER” form, as here shown, which 
were sent to our salesmen. As will be 
noted, the keynote in our request for this 
information, was built around closer, 
mutual co-operation, which could only 
come as a result of a closer coupling up. 

The majority of these were promptly 
returned, filled out complete, and evi- 
denced their interest in the innovation. 
As is usual in all such cases, however, 
there were some not returned. There 
is in every organization those who fail 
to give any data when desired, in the 
way wanted. Your better salesmen— 
those who are looking and watching for 
the bigger things, are the ones who get 
action and supply the definite informa- 
tion wanted. They are the ones you 
can always depend upon, to be the first 
across with their offerings. 

One salesman with twenty-five years 
selling experience, in returning his data, 
stated he heartily approved our asking 
for the same. The replies in many in- 
stances were nothing short of surpris- 
ing, giving an insight into different 
phases of their life not otherwise obtain- 
able. ; 

For instance, it developed that one ot 
our better salesmen, who was always 
the spokesman at our annual conven- 
tions, lacked only six months in grad- 
uating from law, another had qualified 
as a certified accountant. Some were 
busy with correspondence courses along 
various lines, some had just completed 
their courses, others had not and were 
not doing any systematic studying. 

Above and beyond all that has been 
previously touched on in this article, 
is the big, dominating thought and idea, 
that it has brought about a closer re- 
lationship between our salesmen and 
myself, than would otherwise be pos- 
sible. or has ever before existed: and 1 
have reason to feel that results are be 
ing reflected in their work, in their dail: 
habits and possibly in their perspective 
of life. 

Act to Curb Returned 

Goods Problem 

At a meeting of the Wholesale Men’s 
Furnishings Association, recently held 
in New York City, it was agreed that 
the best remedy for the cancellation and 
returned goods problem was education 
of both salesmen and retailers. Several 
sales managers present took the stand 
that it was unwise and impractical to 
meet ignorance with force. A system- 
atic plan for bringing home to the dealer 
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the fact that an order is a contract, em- 
ploying the salesmen as an educational 
force, was advocated. It was decided, 
also, that the present cancellation epi- 
demic must be strongly opposed, and a 
committee was appointed to draft a sys- 
tem of procedure to protect the seller 
against cancellation evils. 

As indicative of the general feeling 
that exists on this matter a member 
present stated that he believed the best 
form of education for the dealer was to 
make them take the loss, and he an- 
nounced that his firm proposed to make 
deliveries to every customer who was 
financially responsible. 

Other members argued that the fault 


of excessive cancellations was in part 
due to salesmen overselling customers, 
and loose methods of taking orders. 
Members of the association are attach- 
ing to all correspondence slips printed 
as follows: 

“Discount is a premium for prompt 
payment and should not be deducted 
unless earned. Merchants resorting to 
such practices risk impairment of their 
commercial standing. 

“Article II of the constitution and by- 
laws requires all members to report to 
the association ‘each instance where a 
customer arbitrarily deducts excessive 
or unjust discounts, cancels orders or 
returns merchandise without cause.” 


including : 


man’s methods. 


The 1919 Dartnell Collection of 
Sales Manager’s Letters to Salesmen 


For the past three years it has been our custom to gather 
together at this time the best letters written during the year 
by leading sales managers to encourage and stimulate salesmen. 


This year’s collection is better and bigger than any former 
collection. It contains a great many helpful thoughts, and sug- 
gestive paragraphs which you can use in your letters to sales- 
men. Over twenty well-known sales managers contributed, 


John G. Jones, Sales Manager, Alexander Hamilton Institute, 
M. M. Morris, Manager of Salesmen, Goodyear Rubber Company, 
Geo. H. Eberhard, President, George F. Eberhard & Company, 
R. P. Spencer, General Sales Manager, Remmers Soap Company, 
J. E. Kelley, General Sales Manager, Simonds Mfg. Company, 
J. W. Hamilton, Sales Manager, Finch, Van Slyck & McConville, 
Wood Crady, General Sales Manager, Federal Chemical Company, 
E. M. Swasey, Sales Manager, Street Railways Adv. Company, 
Geo. H. Leach, Director of Sales, Geo. E. Keith & Co., etc., etc. 


Each of these sales managers have sent us what he considers to be 
one of the most helpful letters he wrote to a salesman during the year— 
a letter that gave the salesman a new insight into his work, and helped 
to make him a better salesman. Every letter in the collection is one 
which you can apply to your work. 


There are twenty letters altogether, put up in neat portfolio form for 
reference use. Even though you may write better letters yourself, you 
will still want the collection for the insight it affords you into the other 


Price of Complete Collection $2.00—On Approval 


The Dartnell Corporation 


| 604 South Dearborn Street 
| CHICAGO 
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Making the Buyer Want What You Have to Sell 


By J. W. Watson 


President and General Manager, American Bronze Corporation, Berwyn, Pa. 


As a general rule the letters written by the president to his sales manager are best left undisturbed in the files 
This is not so much for the sales manager's sake as it is for the president's. 
every rule, and the letter printed here is certainly an exception spelled in capitals. We are told that this letter 
gave one sales organization a new point of view, and played a big role in the company’s success during the past year. 
Though specific in its nature, it is a letter which can easily be applied to almost any line of business. All you have 
to do is to substitute what you sell for bearing metal. 


Dear Mr. Anderson: 

1. A few years back I was the only 
man this company had “on the road.” 
And in those days the selling of Non- 
Gran was a far more difficult problem 
than it is today. Today we have as our 
customers hundreds of the largest and 
most influential manufacturers in this 
country. In the olden days we had no 
such backing for our arguments, and you 
can therefore well appreciate that the 
arguments used were, of necessity, 
pretty well thought out. The fact that 
these arguments “brought home the 
bacon” leads me to believe that we can 
still do well to adhere to them closely. 

2. One of the first things our experi- 
ence taught us was that it did no good 
to tell a prospective customer how good 
Non-Gran was and why it was good. 
Many a time I have spent a good half 
hour or a good hour with a man in tell- 
ing him all about Non-Gran quality and 
the “Whys” of this quality. After suc- 
ceeding in convincing him of the supe- 
rior quality of Non-Gran he would sit 
back in his chair and frankly admit that 
Non-Gran was superior to the metal he 
was then using. I would then sit up and 
get ready to take his order, but would 
then be confronted with his statement 
that the metal he was using was really 
perfectly satisfactory for his duties and 
that he would therefore not be warranted 
in paying a higher price for this superior 
quality which he did not need. 

Quality Alone Won’t Sell Goods 

3. We finally woke up to the fact 
that by the above method of procedure 
we were simply butting our heads into 
stone walls. We convinced all we called 
on that Non-Gran was superior, but we 
got no business. 

4. Here is the point I want to bring 
out and I hope I can bring it out clearly 
enough and strongly enough so that each 
of our men now soliciting Non-Gran 
business will get it in his head and get 
it there so firmly that it will never for 
a moment jump out. 

5. Before going into the matter of 
convincing a prospect of Non-Gran’s 
superior qualities we must first bring 
our prospect up to the point where he 
wants a better quality of bearings than 
he is now using. 

6. We can’t make our prospect want 
a better quality unless we can show him 
that a better quality will help him. The 
minute we do show him and convince 


him that a better quality of bearings will 
help him he will not be content until 
he finds some better quality. It is then, 
and not until then, that we should take up 
the steps in convincing him of Non- 
Gran’s superior qualities. Our prospect 
will be keenly interested in listening to 
all we have to say and to show about 
Non-Gran’s quality after he has been 
made to want quality, but his interest 
in quality will only be passive if he 
first isn’t made to want additional 
quality. 

7. I hope no Non-Gran man will ever 
forget the above. 

Take Prospect’s Problems to Pieces 

8. There may be many ways to make 
a prospect want to install finer quality 
bearings in the machines he is produc- 
ing, but I am frank to admit that so 
far I have only discovered one way. This 
way, and I could also state that it has 
been a very successful way, consists in 
an analysis of the prospect’s machine. 
Together we sit down and pull his ma- 
chine apart, piece by piece. We analyze 
each of those pieces to determine its 
probable life and relation to all the other 
pieces. The prospect becomes’ very 
much interested and absorbed in this 
process. The object of the discussion 
is not to sell him bearing bronze, but to 
work out with him a way to increase the 
first life of the machines he is putting 
on the market. Let us say, for example, 
‘that the prospects is a manufacturer of 
engine lathes. 

9. Our first question will be to ask 
him if he would be interested in increas- 
ing the first life of every engine lathe he 
turned out—increase the number of 
productive hours which this lathe would 
give before it had to be torn to pieces 
for overhauling. He would be a queer 
sort of human being if he were to say 
“No” and kick us out of the door. 
Ninety-nine times out of a hundred will 
show that they are real human beings 
and say “Sure.” That, then, is our cue 
to sit down and “Go to It.” 

We now proceed something like this: 
“Well, Mr. Prospect, there is only one 
way in which it will be possible to in- 
crease the first life of your lathes and 
that way is to find out what part, or 
what parts, of all the hundreds of parts 
which go to make up the lathe, are the 
first to give out in service and thus re- 
quire a shutting down of the lathe for 
repairs or renewals. In other words, 
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But there is always an exception to 


Mr. Prospect, there may be some parts 
of your lathe which will stay perfectly 
good for ten or fifteen years and other 
parts which will only stay good for one 
or two years. It is obvious, Mr. Pros- 
pect, that to increase the quality of the 
ten or fifteen year parts would not in- 
crease the first life of the lathe by as 
much as one second. What we want to 
find is the part, or parts, which now 
give out FIRST. If we can increase the 
life of that part five minutes, we will 
increase the life of the whole machine 
by that same five minutes. If we can 
increase the life of that part by one year 
we can increase the first life of the 
machine by just that one year.” 

10. So far, our prospect is absolutely 
with us—the above facts are too obvious 
for any argument or disagreement. 

11. It is now time for us to start 
tearing his machine down, piece by piece. 
First, let us tackle the base or the legs 
of the lathe. He will agree in a minute 
that this base or these legs will be just 
as good at the end of twenty years as 
they are the day they are first set up. 
We, in this way, go over all the pieces 
making up the machine, lathe, drill press, 
electric motor, printing press, automo- 
bile or what not, until we find the part, 
or parts, which logically, in service, give 
out first. 

When the Weak Brother Is Found 

This part may be found to be a trig- 
ger in some automatic feature of the 
machine. In this case, the prospect 
should give his attention to bettering 
the quality and lengthening the life of 
this trigger. By so doing, he will thus 
increase the first life of the entire ma- 
chine. In this case, we cannot help him 
increase the first life of the machine and 
therefore have nothing to offer. If, how- 
ever, the analysis shows that some wear- 
subjected bearing part is the “Weak 
Brother,” then we certainly can help him 
and he will be keen to be helped. He 
will then want better quality in this bear- 
ing part because he will have sufficient 
business instinct to know that by spend- 
ing one or two dollars or maybe only 
fifty or sixty cents for increased quality 
in this part he will be adding hundreds 
of productive hours to the entire ma- 
chine. 

12. The success which our men will have, 
Mr. Anderson, will be measured by their 
knowledge of the prospect’s machinery 
and their consequent ability to intelli- 


gently analyze these machines with the 
prospect. And these prospects cannot 
be fooled. If they see that our man 
doesn’t know what he is talking about 
when he starts to pick the machine to 
pieces he will lose all confidence in that 
man and will therefore have little or no 
confidence in those things which our 
man tells him and which he, the pros- 
pect, knows nothing about. In other 
words, if the prospect sees that our 
man has a complete knowledge of his 
machine he will have confidence in any- 
thing else which our man has tto tell 
him when our man starts in to talk about 
metallurgical matters of which the pros- 
pect knows nothing. 

13. I hope, Mr. Anderson, you will 
pass the matter of this letter on to our 
men and I sincerely hope that they, in 
turn, will remember that it does no good 
to sella man QUALITY until that man 
is first made to WANT quality. 


Statistics a Well-Informed 
Sales Manager Needs 
By Burwell S. Butler 


Chief of the Bureau of Foreign and Domestic 
Commerce, Washington, D. C. 

Every successful manager of sales 
goes through the unconscious process of 
asking himself questions as to marketing 
methods. As yet, however, few of them 
in this country sit down to a deliberate 
and exhausted survey of the matter such 
as I suggest in the following question- 
naire: 


(a) Population figures. 
(1) Racial predominance. 
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greater part of their stocks in one 
place or the other; some display 
only a few samples and deliver 
from warehouse.) 


(5) The use of advertising mediums 


and outside solicitation. 


(e) Banking facilities. 
(1) Are the banks primarily ab- 


sorbed in financing crops or fac- 
P) 


tories: 


(2) Are they generally conservative 


or liberal? (This has a bearing on 
the individual purchasing ability if 
ready money awaits the marketing 
of crops or can be borrowed in an- 
ticipation of them.) 


(3) The proportion of banks or other 


financial agencies that accept 
mortgages on real estate. (Liberal- 


ity in this respect creates more 
fluid conditions of purchasing 
power among the public and sta- 
bilizes local conditions.) 
(f) Transportation facilities. 
(1) What water, rail and trolley lines 
exist and carry package freight? 
(On this question hinges much of 
the marketing problem in the 
smaller commodities, since they 
are readily distributed over a wide 
radius from warehouse centers.) 
These questions might be elaborated 
or modified according to the commodity 
involved. They are suggestive only of 
an attitude of respect for the facts in 
the case. Certainly they cannot be neg- 
lected by a manager who must reduce to 
a minimum the overhead costs of failure. 


The Phonometer 
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(2) Percentages of other racial 


stocks. 


(3) General literacy or stage of pub- 
lic education. A very vital point in 
advertising, display methods, per- 


sonal approach, etc.). 


\ 


(4) Predominant employment, 


is in daily use by Armour & Co., Firestone Tire Co., Packard Motor 
Car Co., Quaker Oats Co., Western Electric Co., and hundreds of 
others for saving the time lost on toll and long distance telephone 
calls—time actually paid for, but not used, because of nervous and 
unnecessary hurry. The Phonometer also checks interruptions 
and prevents overcharges. Every sales manager, branch manager 
and resident salesman should have one on his desk. It pays for 
itself in a few days. 


whether industrial, agricultural or 
mercantile. 

(5) Percentages of other vocations 
and professions. 

(b) Purchasing power per capita. 

(c) Character of banks, whether liberal 
or conservative. 

(d) Merchandising customs. 

(1) Character of stores, whether de- 
partment stores or shops or other 
sales methods. 

(2) Payment habits, whether by cash 
or credit predominantly. 

(3) Local delivery requirements. 

(4) Use of sales floors or warehouses. 

(That is, do the merchants put the 


Changes Your Idea of Time 


Do you know how long three 


minutes really is? Investigation 
shows that the average long dis- 


tance telephone call is but a min- 


ute and a half—only 45 per cent of 
the time allowed and paid for. Time yourself 
on a guess of three minutes and you will realize 
the need of a Phonometer on your desk. 


Sent on Ten Days’ Approval—$5.00 
THE GRAVES TIMING DEVICE COMPANY 


2602 Parkway, Philadelphia, Pa. 


An Ornament for Your Desk 


A Phonometer on your desk in- 
creases your phone efficiency and 
cuts the toll bill. It is made of 
gun-metal handsomely incased 
with dark red or dark green 
leather. Guaranteed for one year, 
Sent postpaid subject to ten days’ 
trial. 


The Lysander letters, written 


so-called “letter experts.” The letters do terrible things. They pay no attention 
taking liberties with the speller and the grammar. 
reader through definite stages of mental response. 


Letters May Break the Rules But Still Sell Goods 


By Cameron McPherson 


by a Round Oak stove salesman, are causing quite a fur wr in the ranks f t} 


They ignore the fact that a 
They do the things they ought not to d 


to rules at all. They delight 
successful letter must carry the 
», and don’t do the thing 


they ought to do—except get the business. That is what makes the “experts” especially peeved. 


A great editor was once asked by a 
cub reporter to define news: “Have you 
an old maid aunt?” asked the editor. To 
which the cub replied that he _ had. 
“Well,” said the editor, “anything that 
will make the dear old lady draw her 
breath and say ‘oh my,’ is news.” And 
we are not quite sure but that the same 
general test should not be applied to 
sales letters. 

The trouble with most of the letters 
we see is that they are about as eventful 
as small town life. They all run along 
in the same even tenor, with the same 
exact wording, and usually have the 
same ending—fodder for the baling 
press. It remains for somebody like 
C. S. McCoy, the Round Oak repre- 
sentative in Colorado, to do something 
real devilish and make the poor letter- 
harried business man sit up. 

McCoy, from all we can gather, doesn’t 
pose as an authority on either spelling 
or grammar. If he does know anything 
about these things, he carefully camou- 
flages the fact But he does know a 
good deal about human nature, and espe- 
cially about the mental processes of the 
buyers he calls on. So when he set out 
to write letters that would be waste- 
paper basket proof, he took into account 
one very strong trait of human nature— 
the interest we all have in something 
clever and different. Here is a typical 
Lysander letter (“Lysander” is Mac’s 
pen name). I think 
you will agree that at 
least it is different: 


Deer Hen: 


The boss says about once 
evry new moon they is a 
craisy nut born that is 
going to tip the world 
upside down and slip a 
perpetual motion masheen 
under the center of gravity 
or create a tailor made 
paradise for the benefits of 
dissatisfied bums that aint 
capable of getting by on 
their own. 

Take frends Trotsky and 
Lenine for instants. There 
was two grafters that was 
going to save the Peopel 
and give ’em back all the 
lands in Rushia and else- 
whear besids forcing milk 
and honey down their gul- 
lets with a _ gold plated 
spoon. And nobody was 
going to do a lick of work 
axcept the bloeted bond 
holders and fine haired boys 
that roomed in the royal 
shack up at Petrograd. And 


serie 


what become of it? Well, Tratsky and Lenine ar- 
rived per program but the rest of the crowd either 
starved to death or got shot up by mister Trotsky’s 
hired hands employed for that purpose. All the 
milk and honey is cached in the fruit rooms up at 
mister Lenine’s house and him and his few clost 
frends are probily filled to the ears with it unless 
the outsiders have put over a few fast ones lately 
which is not likely. Everbody has ideas at one time 
or another and thats what makes the world go 
round. Eaven our own pres. Wilson, who is prob- 
ily the wisest guy in this or any other country, is 
framing a skeem to make the world safe for de- 
mocracy but the boss says the onley democcrats 
that will be safe is the ones which is camping in 
the deepest trenches. 

About evry day or two some guy with his branes 
out of gear, blows in hear with a photograft of 
a world beater and a argument that would prove 
the world was square or how old Ann was pro- 
vided no questions is asked 

The last pilgrim to emerge on the seen was a 
guy with a range that would do everything but 
stop the war and if I had a line of convershun 
like that guy I could be pres. of the U. S. by 
acclamation and the steal trust would hand me a 
life membership without even asking for the initia- 
tion fee. 

This gink lines up a string of pitchers like the 
blue prints of a fleet of battelships and then he 
leads the boss up to ’em as sollem as he would if 
he was getting ready to unveil a chromo by Rem- 
brandt and says: gaze at that structural wonder 
of the age mister Simmons and the boss gives ’em 
the double O and finally says: what is it, a bum- 
ming plane? and the fella says: bumming plane 
nuthing, them pitchers, mister Simmons, represents 
the most wonderful cooking contrapshun knowen 
to mankind or wimmenkind either and if you was 
to put it onto your floor the ladies of this hear 
town would ereckt a memorial to your memory and 
the boss says that sounded kind of bad as they 
dont genally ereckt memorials without a guy gets 
croked Ist and the fella says he dont mean it that 


It’s not 


orders yo 


_ getting. 


Ss 
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i ind the be > is¢ 
boss says seeing he 
live the lecture c r l. 

The guy says: now S 
this hear doo daddle on t flip fay 10 
know what that is for? a $ 
ignurance so the fella s: that littel ir k 4 
doo daddle, mister Simmons, is what puts the bake 
in bacon and without it nobody couldent g 
benefits of the surplus molecules whi S 
nating around in the interior of tl umidicator 
going to waist and loosing the nahsun bill 
dollars evry year. Now t r Si s, cast 


your optics on this whiz blister over hear that 


is conneckted onto our patented gin flicker. Car 


you imagine what unearthly reason 
ter exists rh mister Simmons? and the boss has 
to humiliate hisself again by exposing his lack 

knowlige so the guy says: well, that degenerate 
mister Simmor 


littel whiz blister, 
the pate nted gin flicker, is what fumi; 

\doriferous fumigations that 1s prowling ¢ 
the kichens seeking to destroy the human 


ality and sending tho 
less oblivion thereby 
sary to the welfair of the n 


Simmons, take a.slant 
wrought duflicker imm 
Could any man outside of 
imagine what that duflicker 1 
and the boss owns up that 
problem for anybody either outside or in se ¢ 
guy says: that undersized, inexpensive littel du- 
flicker, mister Simmons, manufactured at 
expense, frum a formula carefully guarded in 
Washington, in the president’s own private a 
conserves half the output of the coal mines in the 
United States. 

The boss says to the fella doe e ki 
these flap doodles and duflickers will do all these 
things and the guy says he don’t halt to know it, 
the pitchers proves it without nobo avit 

know nothing and that 15 


the mane 


: 1 1 i 
how does he know 


¥ t and 
= Well, the boss says he 
»)) has handling Round 
g Y Oak fs for a good 


many years and he knows 


ing it for twenty years or 
od more and the cooks that 
uses a Chief dont go int 


as it is the oniaeey igh in thes naboroods 
should have but i 


ate 


reputation for itself on the 
firing line like the Round 
All Rights Reserved by Dartnell Corporation—Drawn by John Bliss. (Continued on page 7®) 
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The Case for Departmented 
Sales Organization 
By J. George Frederick 


Mr. Frederick needs no introduction to the readers of SALES MANAGE- 
MENT. As editor of “Advertising and Selling,’ before that journal was 
combined with the “Advertising News,” he has done much for the cause of 
constructive sales management. He was one of the organizers of the New 
York Sales Manager's Club, and is active in sales management and adver- 
tising circles. While all our readers may not agree with everything Mr. 
Frederick says, his article brings to the front many aspects of a problem 
that touches the very roots of successful sales management. In a subsequent 
article the other side of the problem will be presented. 


A lively argument is easily developed 
among sales managers on the subject 
-of whether the entire line of products 
of a firm should be under one sales or- 
ganization, or whether each group or 
each special item should have its own 
sales manager and sales organization. 

Naturally those who think too closely 
from the point of view of the dollar are 
apt to think it a great waste for one 
concern to have two sets of salesmen, 
each calling on the same line of trade, 
but selling a different article. Yet the 
weight of opinion seems quite definitely 
to be siding with the idea that every 
well-marked line of product, or even in 
some cases each article in a single line 
of product, should be sold by separate 
organizations of salesmen. 


What Experience Has Taught 

This conclusion has cost many large 
firms in this country a great many thou- 
sands of dollars to learn. A large firm 
like the Johns-Manville Co. is thoroughly 
sold on the idea of separate sales mana- 
gers; so is the great hardware firm of 
Yale & Towne. Needless to say, the 
great packer organizations in Chicago 
and elsewhere are based on the depart- 
mentized sales management idea. A 
great packer in Chicago may have as 
many as 40 or more sales managers for 
different articles and by-products. Some 
of them call on the same dealers, others 
call on an entirely different line. A pe- 
culiarly varied firm like the National 
Lead Co. actually uses both methods, 
with the weight of preference tending 
toward the specialized and concentrated 
sales force. Upon first consideration, 
separate sales organizations certainly do 
seem extravagant and unnecessary. The 
real explanation for their superiority, 
however, is in the mental state of both 
the salesman and the dealer. There is 
not the slightest doubt that the sales- 
man who has a number of lines and 
items to sell is at his best, and the dealer 
is at his best during the presentation of 
the first two or three. Immediately 
after selling a few articles there comes a 
fatigue on the part of both dealer and 
salesman which is deadly to the propo- 
sition. There is a further psychology in 


the matter, that the salesman invariably 
has his “pet” article, or develops a spe- 
cial ability or facility for selling one 
article in any group given him to sell. 
The principle of concentration is illus- 
trated in this subject to a very surpris- 
ing degree. The National Lead Co. re- 
lates an instance of a group of salesmen 
taken off one product and made to sell 
cartridges exclusively. They had al- 
ways sold cartridges, among other ar- 
ticles; and most of them had not sold 
them to any great success. But when 
they were concentrated upon they sold 
with splendid push and go. Even the 
salesmen who had always said they 
didn’t like to sell cartridges developed 
enthusiasm for the line. The explana- 
tion seems to be that things are greatly 
simplified when they are concentrated. 
It is deadly to wear down a dealer or 
confuse the mind of a salesman, which 
is after all a thoroughly simple mind. 
It has always been known that jobbers’ 
salesmen who have thousands of items 
to sell, can rarely develop any general 
ability to push the entire line with any 
uniform — success. Almost invariably 
they sell one department or another with 
greater success than the rest, and re- 
spond to special stimulation te push 
one article or one line. 


Pushing One Idea at a Time 


These reasons, and others which will 
suggest themselves to the reader, indi- 
cate clearly that the sale for any article 
which is highly specialized should be 
handled by a special force and a special 
sales manager. 

The sales manager himself is strongly 
effected by the same kind of psychology 
that the salesman and the dealer is af- 
fected by, if he salesmanages too many 
articles. The sales manager for an indi- 
vidual article or small group of articles 
puts his whole force behind the proposi- 
tion, and even though he does not have 
a special sales force for his article alone, 
this concentration of articles up to the 
attention of individual sales managers 
improves, even if all he can do is to 
stimulate the general force of salesmen 
to push his particular article. This is 
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the special scheme of the great packing 
houses, and the 30 or 40 sales managers 
which these houses use all concentrate 
their efforts to keep the general sales 
force and branch managers keyed up to 
selling every one of the articles. 

The apparent wastage of traveling ex- 
pense and salaries for separate sales 
managers or special salesmen for indi- 
vidual articles is more than made up, 
experience shows, by the increased push 
which that particular article secures from 
such concentrated effort. 

Departmentized sales management is 
more likely to be efficient and up to the 
minute than general sales management 
—chiefly because it almost necessarily 
must adopt the methods of the department 
store which puts each department on its 
merit, and keeps in the limelight the ex- 
act returns and facts about that depart- 
ment so that they can be studied indi- 
vidually and separately at any time. 
There is a lot of false reasoning in 
many sales organizations regarding the 
carrying along of weak departments by 
the strong. A different policy, of mak- 
ing a concentrated effort for the weaker 


Thomas Directory 
of Manufacturers 


Trade Directories and Buyers Guides 


GUARANTEED MAILING LISTS 


From A to Z; Absorbent Cotton 
Manufacturers to Zinc Mines; I can 
compile the List you want, the List 
you need, so that every name can 
be used to advantage and profit. 
Your Mailing List problems care- 
fully analyzed. 


Agent for all Thomas Publications: 


American Manufacturers Register 
and Buyers Guide., U. S. 

Wholesale and Retail Grocers and 
Kindred Trades in U. S. and 
Canada. 

Wholesale and Retail Hardware 
in U. S. and Canada. 

Wholesale and Retail Druggists 
in U. S. and Canada. 

Wholesale Grocer’s Review (pub- 
lished Monthly). 


The Manufacturers Directory com- 
pletely lists all manufacturers in the 
U.S., the Revised Edition has just 
been completed. Order now and 
secure the advantage of this 
Revised Edition. 70,000 Classi- 
fications, showing name, trade, 
address and capital ratings and 
trade names. 


Write, wire or phone for specimen pages, 
or for estimate on the List of Names to suit 
your particular business. Lists com- 
piled for any city, state or country, 
also Foreign Trades. 


FRED S. WILLIAMS 


Room 708 Great Northern Building 
CHICAGO, ILL. 
Phone Harrison 2366 


department may readily turn it into an 
equally strong department. 

At present general consensus of opin- 
ion appears to be that in four out of five 
cases concentrated and departmentized 
selling organization is the most modern 
idea. 


Why Salesmen Fail 


(Concluded from page 58) 

Third, provide a post-graduate train- 
ing course for the new as well as the old 
men, on the principle that none of us 
are so successful that we can afford to 
close our minds against knowledge. The 
salesman is up against certain positive 
limitations. 

There is the limitation of TIME. 
There are only a few hours in the day 
when prospects may be seen. There is 
the limitation of DISTANCE. If he 
travels farther, he must see fewer peo- 
ple. Tke salesman cannot change 
either of these conditions. How, then, 
can a man grow? How can he increase 
his business? Simply and only by grow- 
ing himself. It is up to the sales man- 
ager to help him grow. 

There is no middle ground in selling. 
A salesman must go forward, or go 
backward. It is the sales manager’s 
job to keep his men going in the right 
direction. Salesmen who think front- 
wards are seldom failures. 


Please send me ten copies of the De- 
cember issue of “Sales Management” 
for distribution among some of my men. 

In this connection, permit me to con- 
gratulate you on your journal. To my 
mind, it is one of the best that comes 
over my desk. 

It contains practical suggestions and 
the ideas as expressed by men contribut- 
ing are thoroughly thought out and of 
great help to any individual with the 
problems we are all now facing. 

To put it mildly, I am highly pleased 
with it, and wish for it the greatest suc- 
cess possible—C. E. Steffey, General 
Sales Manager, National Cash Register 
Company. 


The fact that the trademark cannot 
exist apart from the good-will of the 
business in which it is used, as empha- 
sized in the case of the Royal Baking 
Powder Company vs. Raymond and other 
similar disputes, has sometimes proven a 
pitfall for a heedless sales manager. The 
courts have ruled on the one hand, in 
cases such as that of Jackson Corset 
Company vs. Cohen, that transfer of a 
business carries with it the right to use 
the trademark upon which that business 
was founded. But, on the other hand, 
the tribunals have held time and again 
that conveyance of a trademark unaccom- 
panied by any business will not stand. 
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Close Cases Involving Sales Rights 
Under Trademarks 


By Waldon Fawcett 


Have you ever appraised the value of your trademark ? 


The trade names 


Kodak and Uneeda have been valued at $1,000,000 a letter. The Walk-Over 
people have refused $5,000,000 for their trademark. The trademarks-of the 
American Tobacco Company were given as worth $45,000,000 in a court peti- 
tion. How can your trademark be safe-guarded? Wéith the personal co- 


operation of Washington (trademark) officials, Mr. Fawcett is able 


to throw 


some interesting, and we hope instructive, lights on this timely question. 


The part played by a dash of red in 
the demand for a given line of metallic 
fence posts was recently the means of 
winning for a manufacturer an element 
of trademark protection that he might 
not otherwise enjoy. When the Chicago 
Steel Post Company set out to register 
at Washington, as a means of identifica- 
tion of its product, the red band or bar 
extending around the top of the post, it 
encountered the oppositon of the U. S. 
Examiner of Trademarks. This author- 
ity held that the practice of painting the 
upper ends of metal fence posts was too 
common to warrant registration of the 
color cap as a trademark. 

In all probability the maker would 
have been enabled to obtain no relief 
from this decision when it appealed to 
the United States Commission of Pat- 
ents were it not for the fact that it was 
able to bring proof that the red color 
had a definite sales function. There were 
exhibited as evidence letters from retail 
dealers ordering fence posts under the 
name “Red Top.” This showed conclu- 
sively that it was the ruddy tip that has 
impressed not merely ultimate con- 
sumers, but the active factors in the 
sales field. Accordingly, the patents 
commissioner overruled his subordinate 
and allowed the red badge to be duly 
enrolled as a trademark. 


Usage Often Determines Rights 


This incident is merely the most re- 
cent one in a long line of close cases in 
which trademark rights and trademark 
protection have hinged upon policies 
and practices within the province of the 
sales manager. The mere circumstance 
that in the United States trademark 
rights are dependent upon priority of 
“use” in commerce and not, as in so many 
other countries, upon registration, oper- 
ates to bring the whole trademark prop- 
osition especially close to the sphere of 
sales management. Articles bearing a 
commercial autograph must have passed 
in interstate commerce before the trade 
name or insignia can be registered at 
Washington and from that time for- 
ward sales conditions, sales customs and 
the methods of sales promotion are 
likely to figure in the measures that must 
be taken to safeguard an established 
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trademark from the raids of imitators 
and infringers. ; 

“Ask for It by It’s Full Name” is a sales 
slogan which many sal 
had to play up energetically these past few 
years, if they would obtain all the busi- 
ness that is coming to them. The reason 
is that with the increase in competition 
there have appeared many persons of 
easy conscience who, for the sake of sell- 
ing substitutes or alternatives of a well- 
known article, are willing to take advan- 
tage of the habit of the consuming public 
to call for the original article by an 
abbreviation of its full name. The sales 
manager who is lucky enough to have 
the public at large accept the trade- 
marked name of his product as a desig- 
nation for the whole class of merchandise 
involved has his good fortune tempered 
by the necessity of emphasizing to pros- 
pects the individuality behind the name. 
As a case in point, we may recall the 
thousands of dollars expended to empha- 
size “If It Isn’t an Eastman It Isn’t a 
Kodak,” and the current sales catechism 
that drives home the doctrine that not 
every player-piano is a Pianola. 


es managers have 


The Famous Aunt Jemima Case 


One of the closest and most interesting 
cases in all business history wherein sales 
strategy is dependent upon trademark 
equity is just now pending in the cour 
of final appeal. It is a controversy be- 
tween the Aunt Jemima Mills Company 
and the Kirkland Distributing Company, 
and the point on which the final decision 
should establish a precedent for sales 
managers has to do with the ability of 
one interest to monopolize not merely a 
given trade character, but all that char- 
acter’s imaginary relations, if I may ex- 
press it that way. 

In the clash of selling forces here pre- 
cipitated, the Aunt Jemima concern has 
contended that the work it has done to 
introduce to the American public the 
smiling face of Aunt Jemima entitles it 
to monopoly of use, as a sales handle, of 
the representation of a negro’s head, 
broadly and generally, without regard to 
the sex and character of the trade mas- 
cot. Accordingly, vigorous objection was 
made when a competitor, selling a simi- 
lar class of goods, introduced another 


colored candidate, albeit the new aspirant 
was a negro boy, shown in the act of 
eating a watermelon and with the words, 
“Good Enough,” appended, as though in 
expression of his satisfaction. At the 
United States Patent Office it was ruled 
that the Aunt Jemima Mills Company 
could not monopolize so broadly as it 
desired a given type of picture, but this 
ruling cannot be accepted as definitely 
disposing of the issue. 

In accordance with the routine in many 
a business establishment, it may happen 
that there rests with the sales manager 
responsibility for the “use” of a trade- 
mark upon which trademark title is de- 
pendent. Sometimes, under such circum- 
stances there has been an unfortunate 
slip-up. For example, it was held in what 
is known as the Paterson vs. Hay case, 
that use of a mark on a number of gallon 
cans of a solution sent out as samples 
was not sufficient for a claim of 
trademark rights. Use of a mark in ad- 
vertising or in trade literature will not 
alone serve to establish a valid title. 
However, in the case of the National 
Grocer Company vs. Steinwender-Stof- 
fregen Company, it was held that it is 
probably not necessary, in order to estab- 
lish use of a trademark, to show actual 
sales of goods after they have been ex- 
posed for sale with the mark upon them. 


Keep Your Early Label Orders 

The sales manager of a trademarked 
product that is being introduced on the 
American market may perform a dis- 
tinctly valuable service for his principal 
if he will see to it that there are pre- 
served in his files fully authenticated rec- 
ords of the early sales of the goods and 
even of the initial orders for labels, con- 
tainers, etc. The decisions in dozens of 
trademark disputes has hinged upon the 
evidence of this kind that could be sub- 
mitted to prove priority of adoption and 
use. For example, in the case of Turner 
vs. Coffin, Reddington & Co., it was held 
that proof of sale of the article on a 
certain date, accompanied by proof of 
the previous printing of labels bearing 
the mark was sufficient evidence of the 
sale of the article under the trademark. 

A principle that was laid down in the 
disposition of the case of Pioneer Sus- 
pender Company vs. Lewis Oppen- 
heimer’s Sons may have significance for 
many sales managers in these days when 
sales policy in many instances dictates 
the use of packages of distinctive ap- 
pearance. It is generally realized that a 
trademark may be affixed either to the 
goods whose origin it identified or to 
the boxes or wrappers containing them. 
In the case cited, however, it was made 
clear that if a trademark is registered 
for cartons when the actual trade that 
the mark represents is in the merchan- 
dise contained in the cartons the regis- 


tration will be held to be invalid. 


(To be concluded ) 
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Letters and Bulletins That One 


Salesman Welcomes 
By A. H. Deute 


Vogan Candy Company, Portland, Oregon 


It does us all a world of good to take an occasional squint into the glass 


} 


and see 


oursel as our salesmen see 
viewpoint, something we cannot afford to do. 


us. It is easy to lose the salesman’s 
Mr. Deute has had a long and 


unique experience on the road, and is in an excellent position to keep a finger 


on the Sales pulse. 
gestive as well as interesting. 


I know a salesman making a fine ter- 
ritory. He is a man of some forty years, 
bright, intelligent, a genuine student of 
business and of men. This man spent 
fifteen years in a bank, working up from 
office boy to assistant cashier, and right 
today, his business insight and business 
experience would make him a credit to 
any bank. A few ‘years ago, this man 
made up his mind that he could make 
more money selling merchandise to the 
trade and find in it work more congenial 
to him than he could find in the banking 
business. So today this man is on the 
road, representing a rather well known 
manufacturer. Last week, we met in the 
same hotel and were chatting while he 
opened and glanced over his mail. 

“Do you ever get letters like this?” he 
asked me. 


The letter was from the advertising 
manager, a youngster of 24 years, just out 


of college. He happened to be the son 
of a leading stockholder. And this well 
meaning, but inexperienced, young man 
came right out unblushingly and started 
out this way: “Well, old boy, we’re go- 
ing to make October the stem-winder. 
We're going right out and eat ’em alive. 
Our big advertising campaign for Octo- 
ber is starting full blast. You know 
what this means to the dealer and we 
look to you to sell bigger quantities than 
ever. We know that if there is a single 
bad egg in this bunch, it won’t be you.” 
And so on for two pages. 


Ginger Letters That Don’t Ginger 


Now, the man who got that letter just 
tossed it away and so far as the com- 
pany’s advertising for the month being 
properly used by this particular man, 
the results were nil. 

Maybe this is an extreme case, but we 
all do know that there is a marked tend- 
ency for men in the house to treat the 
men on the road like big, overgrown 
boys, forgetting that these days, it takes 
more than peddlers to properly repre- 
sent a house and if a house wants more 
than peddlers, it will pay the men on 
the inside to keep in mind that the men 
it ought to have on the road should be 
business men of equally high caliber. 
And generally this is so. I do not re- 
call ever coming in contact with a house 
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You will find his articles, of which this is the first, sug- 


which was made up on the inside of 
small caliber men, but what the road men 
were equally small, while on the other 
hand, when you meet man after man 
representing a certain house and find 
them uniformly high class, it is safe to 
say that the men in the house are of a 
correspondingly high type. 

Then there is another angle. I have 
heard and read much about advertising 
managers who have to go year after year 
and sell the campaign to the “old man” 
or a board of directors—men right in 
contact with the heart of the business, 
but who, for some strange reason, must 
be sold every year on the idea of adver- 
tising. Now, if those men must be sold 
over and over again, carefully and 
thoughtfully sold, is it fair to assume 
that the man on the road, out of personal 
contact with the house maybe for 
months, should be able to grasp all the 
elements of an advertising plan through 
the medium of enthusiastic talks? 


He Looks for This Letter 


Once a month I get a certain letter 
which does the house more good and 
does me more good than any other let- 
ter or communication I get from the 
house. I look for it. So if nothing else, 
it has the advantage of a ready-made 
hearer. 

This particular letter is from the presi- 
dent of our company. I have met him 
personally only a very few times. He 
would not recognize me if he met me on 
the street. But his letters are very much 
worth while. There is nothing about 
them that would lead one to believe that 
he had taken a course in correspondence, 
but there is that about each letter which 
makes one feel that he knows the candy 
business, knows a lot about general busi- 
ness conditions and how they affect the 
candy business and that he also feels 
that his representatives on the road 
ought to know these things. 

Sometimes these letters are quite 
lengthy—five or six pages of single space 
typewritten matter. But I have yet to 
meet a man from our hause but agrees 
privately that the letters are worth read- 
ing, are free from bunk and are of genu- 
ine value in getting business. 

They are sent out religiously on the 


first of each month and open up in much 
the same way, about as follows: ‘“An- 
other month has gone by and I think 
that ‘you should know what has trans- 
pired in the business in general and how 
outside affairs are influencing our par- 
ticular industry.” 

And then he tells us about the showing 
for the month just closed, and there is 
a particular paragraph which shows that 
each man’s showing has come to his at- 
tention. He does not comment at length 
but we know that he knows what we 
have done. 

The prospects for the coming month 
are discussed. The kind of goods which 
we should push are discussed, both with 
respect to the advantage to the dealer 
and the advantage to the house. 

When we get through with the letter, 


we feel as if we have just come out of 
his private office after an hour’s conver- 
sation. We have renewed confidence in 
the house and in the line 

Last month I got my letter right in 
the middle of an old fashioned grouch. 

hot air package would have irritated 
and riled. This broad, comprehensive 
letter gave me a wider insight into con- 
ditions. I saw things in a bigger way, 
saw them in a more cheerful light, got 
a certain grasp on our chief’s calm op- 
timism and went to work feeling much 
as he wrote. 

I do not know of any other president 
of quite a good sized organization who 
does that particular thing, but salesmen 
from other houses to whom I have 
shown excerpts of these letters all agree 
with me that they are very illuminating 
and thoroughly advantageous to the 
thoughtful business man whose particu- 
lar end of the business happens to be 
that which keeps him on the road and 
brings him into contact with the cus- 
tomers of the house. 

What we on the road need is uniformly 
better prepared bulletins and letters— 
data which is full of meat, brass tack 
data, just like what is prepared to sell a 
tough directorate. Then we know what 
is going on, we know how to connect 
up, we know how to use it. And for 
purely selfish reasons, such bulletins will 
be read and used. The salesmanager or 
the advertising manager who has trouble 
getting his bulletins read and results de- 
rived from them, would do well to cease 
railing at the salesman for his evident 
lack of appreciation and put himself in 
the salesman’s place and read some of 
his own bulletins, maybe after they are 
“cold,” and then ask himself what there 
is in them that will really help the man 
on the road sell the goods. 


We have received one copy of the 
“Sales Management” and have read it 
and want to compliment you on the 
splendid publication that you are starting. 
If you continue the magazine on as high 
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a standard as this present copy, it will 
be splendid and of much value to the 
entire county. I just wanted you to know 
that | appreciate it—Emmet May, Presi- 
dent Peoria Life Insurance Company. 


Never close your mind to development. 
Never believe that you have done the 
biggest thing of your career. The biggest 
thing is always ahead of you, the added 
knowledge of what other boys have done. 


All this you have to build upon out of 


yourself. 

[ don’t care how big your business is 
now, or how limited your seeming possi 
bilities may be, there is always a wa. 


to take ten percent more orders than 
you took last month. 

Study YOURSELF. What are your 
points of strength? Develop them. What 
are your weaknesses? Eliminate them 
What methods are you clinging to that 
you know are bad? What new features 
that are good have you failed to install 


in your selling plans? 

Decide today to do bigger and better 
things. Bring out the things that are in 
you. Seek new ideas and incorporate 
them in your work, and in so doing you 
will be developing yourself—John G. 
Jones, Sales Manager, Alexander Hamil- 
ton Institute, to a Salesman 


PROTECT 


GOOD WILL 
NOW! 


free. 


YOUR FOREIGN 


IL. W. Mida has-just written | 
a pamphlet on this subject 
which is attracting much at- | 
tention among exporters and 
business men generally. The 
myriad opportunities that are 
yours now the world war is 
over will make this extremely 
interesting reading. It is 


copyr 


QE We co-operate, on a good will basis, with advertising 
agencies, attorneys and others serving trade-mark clients. 


MIDA’S TRADEMARK BUREAU 


Established 1889 | 
Rand McNally Building 


CHICAGO 


Shall we send you a 
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There are many _ important 
changes being made this year in 
the leadership of big selling or- 
ganizations. Some of the old job 
holders, caught without a reconstruction plan, have 
made way for men who have a plan. And it is worthy 
of note that in many cases the men with the plan 
have been subordinates. It is also worthy of note 
that the best jobs are going to men who are not “too 
busy to read.” 

A case in point is the selection of J. B. Wright 
to fill the important post of general sales manager of 
the Earl & Wilson organization. As sales manager 
of the Chicago division for that concern, Mr. Wright 
was ever on the alert for information of all kinds that 
he could use in extending the sale of Earl & Wilson 
collars in his territory. He has read every worth 
while book, and a lot not so much worth while, that 
had even the most remote connection with selling. He 
was eager to “swap” experiences with other sales man- 
agers. No opportunity to learn something about the 
other man’s methods escaped him. When he was too 
busy to read during working hours, he did his reading 
at home. 

It was not that he felt the need of this informa- 
tion as a prop, or that he used the other man’s meth- 
ods after he knew them. But he believes in starting 
where the other fellow leaves off. This, to our mind, 
is good business. Yet there are still some who insist 
on doing all the pioneering over again. They pay no 
attention to what the other fellow has done, and as a 


Starting Where the 
Other Fellow 
Leaves Off 


result they go through a lot of unnecessary motions 

which retard their progress, and make it easy for the 

other fellow to slip in ahead of them. Pioneering is 

all very well in its place. We owe a great deal to the 

pioneer. But some pioneers remind us of a man going 

to San Francisco by stage just to be a trail blazer. 
‘+ - 


The Drift Toward This is the open season for busi- 
ness prophets and prognosticators. 
And the sport must be good, judg- 
ing from what we have heard and 
seen and read. The office boy vies with the president 
in foretelling business conditions for 1919, and who 
can prove that his guess is not just as good as the 
president's? Business prop! while fascinating, is a 
dangerous occupation, and ai: aumirable job to leave 
for the other fellow. 

So we will not venture any predictions as to what 
1919 may or may not hold in store for our readers. 
But we are going to hazard one guess. So far as we 
can observe, the next five years will see a decided drift 
toward large scale selling, with an increased output 
being marketed by fewer sales organizations. This is 
not our opinion alone. It is shared by many others 
who are in a position to observe the trend of business. 

As a basis for this statement we have before us 
the records of the United States Department of Com- 
merce. These figures show that during the period of 
sales activity ending with the outbreak of the war, the 
large scale selling organization was fast taking over 
the bulk of the marketing activities of the country. 
The figures are as follows: 


Big-Gauge 
Selling 


Industry Year in + vl am hey 
poem's Clothing .......06.055 aia hen “aaaine 
Carpets and Rugs............ | aaa yr ripe 
Agricultural Implements..... oo a Pe gral gee 
Boots and Shoes........ aoe ous pany 


§ 1904 436 68,275,000 

Be Gate a eisens Mee Cee 1 1914 371 127'942,000 
Tobacco— § 1869 7,858 209,548,000 
Cigars and Cigarettes...... ) 1914 4,830 458,211,000 

. { 1869 198 3,257,000 

Roofing Materials ........... ) 1914 170 27'978,000 
{ 1869 37 2,819,000 

Watches orp eeee io ede OOM Oe ess d 1914 15 14,275,000 


We have now entered another period of selling. 
It is not unreasonable to suppose that this period will 
be influenced by the same conditions which governed 
the period prior to 1914. Of course, legislation or un- 
foreseen circumstances may check the tendency, but 
for purposes of self-development it is safe to assume 
that the tendencies in force then will gradually make 
themselves felt from now on, as the pendulum swings 
back. 

If our guess is right we can draw another conclu- 
sion. With the drift toward large scale selling, there 
will spring up an increasing demand for big-gauged 
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sales generals to conduct operations. These men are 
going to demand large remuneration for their services, 
and they will get their price. Those that cannot meas- 
ure up to the new needs, who have not qualified them- 
selves to conduct big scale operations, must be satisfied 
with lesser jobs and subordinate salaries. 

All this may, of course, be idle guessing. It may 
never come to pass. But in the light of the past we 
feel justified in thinking that it will and in suggesting 
to our readers that they cultivate the ability to con- 
duct big scale operations and maneuver large organ- 
izations, even though no immediate need for the ability 
is apparent. Big thinking is a mighty good mental 
tonic. 

* * + 


A pet subject of discussion among 
advertising men is “what can we 
do to make the salesmen appreci- 
ate our advertising?” All sorts of 
schemes have been tried such as taking the salesmen 
to a publishing plant, giving prizes to the men who 
finds the misspelled words in the advance proof, let- 
ters from the president, etc., etc. But the problem 
still remains to be solved. 

Why is it the salesmen are only half sold on 
advertising? For the same reason that you are not 
sold on the things that are thrown at you. It is human 
nature to value most the things that we have to work 
hardest to get. Advertising managers have learned 
this lesson in supplying advertising helps to dealers. 
Most concerns now require the dealer to pay a part 
of the expense. Not that the advertisers need the 
money, but they have found when a dealer pays for 
something he usually sees to it that he gets his money 
out of it. The same principle holds true with the 
salesmen and the advertisinfi. 

Now, we don’t advocate charging the salesman 
up with the advertising, although this is done, but we 
do advocate a policy which makes the salesman ap- 
preciate that advertising is something worth working 
for and fighting for; a policy that will start salesmen 
thinking along big, broad advertising lines and will 
firmly fix in their minds the influence advertising exerts 
on their monthly pay check. 

There are many ways of doing this, but few have 
impressed us so favorably as the plan of the Addresso- 
graph Company, just announced. Instead of offering 
a gold watch, or a diamond fob, or an engraved medal 
to the winner of the contest this month, the reward 
will be a special advertising campaign. The winning 
territory will be given special treatment with circular 
matter in which the personality of the salesmen will 
be conspicuously played up. From what we know of 
salesmen, we feel safe in saying that the race for the 
“special campaign” will be a lively one. To a com- 
mission salesman’s ears it makes a noise like the rustle 
of a fat commission check in a number ten envelope. 


Giving Advertising 
Real Value in the 
Salesman’s Eyes 
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Our good friend, R. A. Cavenaugh, 
secretary of the Illinois Commer- 
cial Travelers Association, fears 
a shortage of salesmen. So he is 
out with a campaign to get every salesman to teach 
his son to be a salesman. “The day of the commercial 
traveler is at hand,” says he. “The demand for real 
traveling salesmen (not order takers) will be greater 
than ever before. The years 1920, ’21 and ’22 are going 
to be the greatest years, from a commercial standpoint, 
that the United States has ever seen. Educate your 
son in salesmanship.” 


Raise Your 
Son to Be 
a Salesman 


Fair words, well spoken, Mr. Cavenaugh. What- 
ever else happens there must be no shortage of sales- 
men. Those salesmen who have sons will certainly 
do their duty. As for those of us not so favored—well, 
we will do our duty, too. 

é: tue 
Being human, we were quite 
puffed up to receive a letter the 
other day from the president of a 
big New Jersey tire company, 
which read as follows: 


Vinegar Makes 
Poor Bait for 
Catching Flies 


“We don’t ever remember of having written a let- 
ter complimenting any publisher on the paper he is 
getting out, but we do want to compliment you. 
Sales Management is very good indeed.” 

As stated, we felt honored, and all that, yet we 
couldn’t help but wonder if that president was as chary 
with letters of appreciation to salesmen as he was 
with complimentary letters to publishers. We asked 
one of his local salesmen about it. Sure enough, the 
“big boss” was one of those executives who looked on 
a nice, fat order with the same enthusiasm as a d 
peptic looks on a hot biscuit. His specialty was bawl- 
ing out the men for not getting more business. 
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No doubt our friend the president would defend 
his “take-it-for-granted” policy on the grounds that 
he is getting results. Very likely he would point to 
a successful business increase during the past year. 
That is what they usually do. But that doesn’t prove 
that you can catch more flies with vinegar than with 
molasses. We are all human when it comes to crav- 
ing appreciation. We don’t want to have it laid on 
with a ladle, or anything like that, but we do want 
to feel that when we try and win there is somebody 
higher up who will notice and appreciate it. 

Now we want to offer a suggestion to this presi- 
dent, and to all other presidents who may chance to 
read this paragraph: Send out and get a pad of red 
scratch paper, and every time Bill James down in 
Podunk sends in a creditable order, just scribble on the 
pad: ‘Good work, Bill; do it some more; we like it.’ 
Those little red slips will have more effect on Bill’s 
orders than a ten per cent salary increase or all the 
ginger letters that ever came out of Shanghai. 


Advertising That Dignifies 
the Salesman 


The recent copy used by the H. W. 
Johns-Manville Company to exploit the 
service its salesmen are equipped to ren- 
der customers is attracting considerable 
attention in sales management circles. 
Particularly is this true of the adver- 
tisement “Overalls on Salesmen,” pub- 
lished in the Saturday Evening Post of 
December 14th. It is generally con- 
ceded that this is one of the strongest 
“help the salesmen” advertisements on 
record. It pictures the workaday life of 
a Johns-Manville salesman, laying spe- 
cial emphasis on the service side of it, 
and then deftly ties up the service sales- 
man with the house policy. 

In view of the growing belief that one 
of the main functions of advertising is 
to overcome the sales resistance encoun- 
tered by salesmen, and to give them 
added dignity in the buyer’s eyes, it is 
surprising that more of the larger cor- 
porations do not feature the service 
qualifications of its representatives. 


rom You Binding 
| Sales Management 


During the life of 
subscription many 
will appear in these pages 
which may be of consider- 
able value to you from time 
to time. At the end of this 
volume a complete index will 
be published, so if you file 
the copies as they are re- 
ceived you will eventually 
have a _ valuable reference 
file of sales management 
data at your fingers’ tips. 
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The Round Oak “Lysander” Letters—Cont’d 


Oak Chief has done so the guy floats out and gives 
our frends up the st, the agency and I understand 
it keaps two teams busy taking care of the deliv- 
eries. One to deliver the ranges and another to 
haul ’em back so the cooks can have room for a 
Chief. Also, it keaps a mechanikal engineer busy 
teaching the cooks how to operate the flap doodles 
and patented gin flickers so the cooks wont loose 
their jobs. Yures Trolley, 
Lysander. 

Now in between the humor of these 
lines there runs a strong selling vein. 
Unlike the salesman who just says funny 
things, the Lysander letters, which have 
now grown to be a big feature in the 
Round Oak advertising plans, put over 
a bull’s-eye, in what appears to be an 
unconcerned, way. You will 
see the point if you are in the stove 
business. 

During the war most of the Lysander 
letters were hooked up with the war in 
some way, and the aim was not so much 
to sell stoves as it was to prepare the 
dealer for the war after the war, without 
his knowing he was being prepared. A 
good illustration of the method followed 
may be seen in this excerpt from a letter 
designed to influence the dealer toward 
handling only advertised branded prod- 
ucts: 


frivolous 


The boss belongs to the home gards and he has 
jest been appointed one of the fore minut men 
and I heard the 1st fore minut speach he pulled 
and if he calls it a fore minut speach I was born 
yesterday and I could read the dickshunary from 
cover to cover in two minuts on acct. I stuck 
until the finnish and about half the audience had 
to be woke up so as the janitor could turn off the 
lights and get home in time fer brekfast. 

He started in with the landing of the pilgrim 
fathers and wound up with the nashunal adver- 
tising campain the Round Oak Folks is putting 
on and one guy says to me what has the Round 
Oak advertising campain got to do with winning 
the war and I would of busted him if I hadent 
been afrade of innerupting the boss as that is a 
favrit subjeckt of mine eaven if it dident have 
nuthing to do with winning the war which it has. 

After the boss had swallered his palate a cuppel 
times and got to hitting on all sixteen as the 
aviators say, he give ’em the histry of all the 
wars from the crusade down to Jess Willard and 
Jack Johnson and then he says: ‘‘and now ladys 
& fella citisuns, after we licked all comers to date, 
what happens in the year nineteen hundred and 
forteen’”’ and he hesitated so long waiting for a 
anser that a kid in the back end of the hall hol- 
lers “I'll bite mister, what happened?” and the 
boss says: “‘nuthing, ladys & gents, axcept that 
Kaiser Willum and his gang of rough necks started 
in to kick the rest of the world’s population offen 
the planet and make slaivs of the Serbians and 
Belgums. And what give Willum this hare braned 
idee? Nuthing, Ladys & gents axcept advertising. 
Advertising is what done it. Willum and _ his 
kultured burglers started out to conker the world 
with advertising and if they hadent of got this 
Gott mittens idea into thear noodles they would 
probily of done it for they had the rest of us 
hollering for air and the onley garantee we wanted 
when we bought a mess of crockery for the wife 
or a watch for ourself, was the motto ‘made in 
germany’ stamped on the lid. 

“After our daughters got us separated from about 
sixty per cent of our bank roll at the do re me fa 
universities in this country, they had to go to 
Lipsick and shoot the remaining forty per cent 
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trying to acquire the last squawk above B sharp 
and when our sons had learnt the American style 
of disseckting beetles, cats, ginney pigs and other 
fowls, they hiked to germany and spent ten years 
taking the ham out of Hamburg, thereby com- 
pleting thear edjacashun. All the tools of torture 
from a slide trombone to a meat saw was taboo 
without it was ‘made in germany.’ America 
couldent celebrate Easter until the egg decora- 
tions arrived from deutchland. Any guy that had 
a von tacked on to the front wing of his monicker 
was a D. D. L. L. D. X. Q. Z. and sometimes 
W. & Y. eaven if he dident know how to spell 
wienerwurst with three R’s, using the hibernian 
inflection. 

“And why did the Kizer’s advertising campain 
fall down, ladys & gents? Simply becaus his dope 
was foney. The world got wise that the motto 
‘made in germany,’ instead of being a sign of 
superiority, is a sign of inferiority. The world 
has learnt that a tin plated, triple decked emporer 
is jest as libel to pull a crooked merchandising 
stunt as a bullgearin junk peddler and he has a 
better chanst becaus he is dictater of all the news- 
paper advertisin policys and if he says put her 
through thus and so, that is the way she is put 
or they is a new advertising manager decorating 
the mahogany in the front offis when Monday 
morning rolls around. 

“Could Willum have pulled off a giddy stunt 
like that in a free democracy like the U. S. A.? 
Not in a thousand years. In America, ‘Honest 
Advertising’ is the slogan of every paper with a 
national circulation. If an advertiser started to 
put on a nashunal campain with a foney article 
of merchandise, he wouldent even get to Ist base 
and it is a hunderd to one shot he would be 
throwed off the grounds before the game got 
started. 

“Take the Round Oak Folks, for instants. Be- 
fore they get space for honorable mention of their 
wares, said wares are investigated and found to 
be according to Hoyle in every single, solitary, 
infinitesimal detail. When the Round Oak Folks 
claim their Moistair Heating System has longer 
fire travel, better combustion, uses less fuel, costs 
less per pound, they prove it. When they claim 
their boiler iron Chief range is a better baker, 
has a copper fused boiler iron body, weighs more, 
works quicker, they prove it. When they claim 
their Double Burner heating stove is a double 
capacity heater and the last word in soft 
economizers, they prove it.’ 
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“The fact that an article is nationally advertised 
is proof positive that it is a top notcher and just 
as represented. The claims of the advertiser have 
to stand the acid test and if they fail to do this, 
it’s curtains for the balance of their act. After 
this when you buy an article, don’t look to see 
whether or not it has a motto stamped on it but 
look to see whether or not it is nationally adver- 
tised and, if it is a stove, range or heating plant, 
see that it has the name Beckwith on it.’’ (Grate 
applause from the audience, still awake.) 

It is only fair to say, however, that 
these letters are not sent out unsup- 
ported. They are used more as a head- 
liner, and take up the first page of a 
four-page letter. Inside, there is a lot 
of good straight sales talk, and ginger- 
up suggestions for the dealer. No doubt, 
the inside of the folder exerts a big in- 
fluence on the results. Still, it doesn’t 
make any difference how good a show 
you may have on the inside, it won’t do 
any good unless you can get an audience. 
And the Lysander letter feature has cer- 
tainly made good as an audience pro- 
ducer. And does the audience like it? 
Just ask one and see. 


Vet TOS, Bs mee, 


Sales Management 


Good Health the Best Stimulus for Yourself 


and Your Salesmen 


You spend hundreds of dollars to train salesmen so that they can get their full quota of business 
You provide them with sales manuals, with territorial data, with every aid you know of that offers a possi- 


bility for increased sales. 


BU T — 


All the co-operation, all the speed-up literature, all the “ginger” in the world won't put “pep” into a 


physically depleted salesman. 


No man, be he president, sales manager, or salesman, can put forth his best 


efforts unless he is in the proper physical trim. Statistics, based on an analysis of a large Eastern organi- 


zation, show that only three out of every hundred employes are physically normal, the other ninety-seven 


have something the matter with them. 


the matter with their health, is holding back your sales today. 


You cannot put all of these men in the 
best phvsical shape in a day or in a month. 
But it is possible, as attested by the fact that 
many of the big corporations are already do- 
ing it, to focus the attention of your sales- 
men on their health, to help them ward off 
physical incapacity, and to keep themselves 
in the pink of physical condition. Jn no other 
calling is good health so essentiai to good 
work as in the business of selling. 

You can raise the health standard in your 
organization at a trifling expense per sales- 
man with no trouble whatever on your part. 
THE NATIONAL BUREAU OF ANAL- 
YSIS will give you and your salesmen warn- 
ing of impending health break downs just as 
the red light on the semaphore warns the 
engineer of the train of impending danger 
ahead. 

The National Bureau of Analysis send its 
subscribers once EVERY NINETY DAYS 
a small sterilized container in a ‘“‘travel-safe” 
package. You tear off the outer wrapper of 
this package and take out the container. This 
you fill with a specimen of urine and put it 
back in the package. The package is then 
found to be addressed to the Bureau and 
stamped ready for mailing. The entire act of 
opening the package, filling the container and 
mailing it back need not take more than ONE 
MINUTE OF YOUR TIME. 

The specimen is then subjected to a most 
thorough and rigid analytical and microscop- 
ical examination by the scientists of the Bu- 
reau who then formulate a REPORT OF 
YOUR CONDITION based on the findings 
of their analysis. This report is mailed to 
you personally, under plain cover. It is 
COMPLETE. It shows you just what your 
condition is and gives you positive instruc- 
tions what to do. 

There are three dangerous conditions to 
be guarded against which are revealed by this 
examination. The presence of SUGAR, the 
presence of ALBUMEN, the presence of 
CASTS, in the urine. 


The Stitch That Saved Nine 


The report tells you what is found in your 
specimen. If the conditions are SERIOUS 
you are warned to go AT ONCE to a phys- 
ician and take him the chart of the findings 
of the bureau. This occurs only rarely. In 
the great majority of cases the subscriber is 
told how, by simple changes in diet or mode 
of life, he or she can STOP THE FUR- 
THER ADVANCES OF THE TROUBLE. 

These dietary recommendations are ex- 
tremely simple. Sometimes the subscriber is 


A few of the many large 
corporations using the service of the 
National Bureau of Analysis 


Alexander Hamilton Institute 
Allis-Chalmers Company 
American Can Company 
American Radiator Company 
Arbuckle Brothers 

Armour & Company 

Butler Brothers 

Crane Company 

John Deere Plow Company 
Diamond Match Company 
National Biscuit Company 
Runkel Bros., Inc. 

Standard Oil Company 

Swift & Company 

The Raybestos Company 
The Red Wing Company 
The Texas Company 

Wilson & Company 

Wm. Wrigley Company 


advised to eat less red meat, drink more 


water, eat less starchy foods or less sugar. 
Sometimes the subscriber is advised to take 
more exercise or less exercise; to take more 
leep, to take less sleep. Sometimes a rest 


s advised or a diet suggested 


Four Minutes a Year of Your Time 


If this service required a great deal of 
your time, there might be an excuse for not 
subscribing. BUT IT DOES NOT. Four 
minutes a year is mighty little time to devote 
to this INSURANCE OF HEALTH. 

If it were very costly,there might be ap 
excuse. But IT ISN’T. The total cost of 


The proportion of men in your organization who have something 


this quarterly service for one whole year is 
only $12.00. This is the TOTAL COSI] 
There is NO OTHER EXPENSE 

For this fee, the subscriber is given FOUR 
EXAMINATIONS A YEAR from 


specimen. 


Four complete reports on the condition re 
vealed by the examination, with rec: 1enda- 
tions as to what to do to return to normal 
if condition is not normal, and with a con 


parative report showing whether your condi- 
tion is improved or not so good as at the 


time of former examinations. 


Fee Covers All Expenses 


This fee covers all expenses. You don't 
even have to pay postage for the return ¢ 
the container which comes to ead 
addressed and stamped for return mailing. 

And your container comes to you REGU- 
LARLY, every 90 days, so that 4 in not 
forget this important inspection of your 
dition. 

The bureau has nothing to do with any 
physician, association of physicians or med- 
ical body. It does not recommend physicians. 
It has a physician in charge of its scientific 
analysts in an advisory capacity Its recom 


mendations are the result of findings in over 
75,000 cases analyzed and d. No 
medicines are recommended. Only a slight 


course of dietetics, either a moderation of 
} 


present diet or the suggestion of a diet better 


suited to the requirements of the conditio 


the subscriber, or some recommendation < 
mode of life. 


USE THIS COUPON 


| FRANK G. SOULE, Pres. 


NATIONAL BUREAU OF ANALYSIS 
1920 Republic Bldg., 209 S. State St., 
CHICAGO, ILL. 


Please send me full particulars about the 
confidential service of the National Bureau 
of Analysis. 


Name.... 


Address. 


If wanted at once enclose $12 and we will 
enter you as a subscriber for quarterly exam- 


inations for one year from date of receipt. 


is optional with you. (Request in no way 
binds you to take this service.) 


Whether you remit now or after investigation 


Good Books for the Sales 
Managers’ Library 


“POPULATION AND ITS DIS- 
TRIBUTION.” Compiled by J. Walter 
Thompson Company. While the mate- 
rial included in this book it frankly taken 
from the figures of the United States 
Census Bureau, it is nevertheless a valu- 
able tool for the sales manager. It is 
well illustrated with charts showing 
marketing possibilities in different states, 
and is arranged for reference use. The 
contents include data on the intensity 
of population, areas of states, population 
by number of families, racial percent- 
ages of population, farm value statistics, 
with information on the distribution of 
wholesale and retail dealers according to 
state. The book is attractively bound in 
leather and is priced at $2.50. 


“DAWSON BLACK, RETAIL MER- 
CHANT,” by Harold Whitehead. Read- 
ers of SALES MANAGEMENT who have read 
“The Business Career of Peter Flint” by 
the same author will need no recom- 
mendation as to the worth of this latest 
of Whitehead’s books. Written in story 
form, it nevertheless is filled with prac- 
tical business building ideas that can be 
applied with success by any progressive 


Sales Management 


dealer. The book itself justifies reading 
for the side lights it affords on the 
dealer’s problems, and makes a very 
practical New Year’s goodwill offering 
to send out to a list of favored custom- 
ers. All through the book there is a 
strong “trade-up” strain, and no mer- 
chant could read it without becoming a 
better customer. The book contains 354 
pages of snappy business reading, and 
it is unusually well bound. It sells for 
$1.50 net. 


“PRINCIPLES OF SALESMAN- 
SHIP.” This is an enlarged and re- 
vised edition of a book by the same 
author (Whitehead) which will espe- 
cially appeal to sales managers who 
make a practice of circulating books 
from their library among members of 
the sales force. It has the fault of so 


many books on salesmanship—attempt- 
ing to straddle the whole field. But 


even so, it won’t do a salesman any harm 
to read up on retail salesmanship be- 
cause it will equip him with knowledge 
which he can profitably pass along to 
his trade. A particularly commendable 
feature of the revised edition is the chap- 
ters showing just how to conduct a sales 
dialogue, and how a salesman can de- 
velop latent ability. It is priced at $3.00 
in the cloth binding. There are about 
four hundred pages of text. 


Salesmen Seeking 
Positions 


SALES MANAGER, with twenty 
years experience in sales work, desires 
connection with Chicago house market- 
ing some commodity to the trade. Would 
consider branch house position, or spe- 
cial man. Have wide acquaintanceship 
among grocery jobbers of middle west, 
and a record for building up specialty 
sales. Very successful in handling sales- 
men. Spent several years teaching job- 
ber’s salesmen how to sell goods instead 
of peddle them for food product manu- 
facturer of national repvtation. Box 800, 
SALES MANAGEMENT. 


BEGINNER, recently discharged from 
Navy, desires opportunity to sell some 
advertised product to trade in Chicago 
or Middle West territory. High school 
education, have clerked in drug store, 
married, and will be willing to start at 
any living salary. Twenty-one years 
old, and willing to work eighteen hours 
a day to make good. Box 700, SALES 
MANAGEMENT. 


HIGHGRADE SALESMEN WANTED 


We have openings in Cleveland and 
also in Pittsburgh for a “live wire” rep- 
resentative who understands a_ sales 
manager’s problems. Our representatives 
make from $3,000 to $8,000 a year. Dart- 
nell Corporation, Chicago. f 


guides. 


over 20,000 towns. 


Railway Distance Maps and Hotel Guide 


You will find it helpful in many ways. 
laying out a salesman’s route, for checking expense accounts and 
for sizing up a territory generally. In addition to the maps, the 
guide includes much valuable information regarding hotel rates 
and accommodations—revised up to January, 1918. 


Your sales department is not fully equipped without one of these 
It will pay for itself several times over every month. 
It is the most complete and up-to-date guide published, listing 
The next best guide lists only 12,000. 

Price, $5.00 in either board or flexible binding. 
126 pages of vital information for the sales department. 
are used by large and small concerns in all lines of business. 


Let Us Send You One of These Guides on Approval 


You will be under no obligation to keep it unless you are thoroughly pleased in every way. If you find 
it is not what you want, simply send it back and charge will be cancelled without question. 


THE DARTNELL CORPORATION 
604 South Dearborn Street, Chicago 


It is just the thing for 


Contains over 
Maps 


ae cee 
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Reports on Persons Applying for Positions 


Statistics show that it costs from $50 to $500 to hire and train a salesman. If 
he fails, you lose that much. One New York concern had 400 salesmen fail 
within three years, representing a loss of $29,200. Ournew employment reports 
seiting forth vital information regarding the character, environments, financial 
standing and personal affairs of applicants for positions will check up your judg- 
ment and help you keep the percentage of failures to a minimum. 


Information Our Reports Will Give You 


Much of the information contained in our employ 
ment reports would not come out in a personal 


interview. Typical points covered are: 


Is ap- 


plicant generally regarded as a successful busi- 
ness man? If not, what seems to hold him back? 
ls he given to sharp practices or tricky methods ? 
Is he addicted to 


Does he live within his means ? 


intemperance? Is he known to gamble or spec- 
ulate? Can his word be relied upon? Has he 
any domestic troubles? ete. We get this infor- 
mation without interviewing the applicant, or 
divulging your name. Our investigators make 
careful and tactful inquiries through the per- 
sonal and business acquaintances of the applicant. 


What Users Say: 


Your inquiry of the 22nd inst. as to 
service rendered by the Retail Credit 
Company in the way of a personal re- 
port, we do not hesitate to state most 
mphatieally that we regard their service 
1s extremely valuable and, to our mind 
almost indispensable We recall on sev- 
eral oeeasions where we have been safe- 
guarded against employing men who su- 
perficially presented very good impressions 
and would have been employed, had not 
the Retail Credit Company supplied us 
with information that proved their worth- 
lessness and in several instances their dis- 
honesty.—An Atlanta Candy Manufacturer. 


Replying to your letter of the 22nd, in 
our judgment the Retail Credit Company's 
service has been a very good investment 
and is more than self-paying. The great 
majority of their reports, of course, con- 
firm the information that we get from the 
direct references given by applicant, but 
in several instances we have gotten a line 
on applicants that we did not get from 
their references, and the information given 
by the Retail Credit Company prevented 
us from hiring these men and losing our 
time and money on men whose character, 
habits or environment were such that we 
would undoubtedly have lost both time 
and money by taking them on our sales 
force.—A Large New York Corporation. 


We have been receiving reports from 
the Retail Credit Company from time to 
time and the services have been very sat- 
isfactory, the reports being of considerable 
assistance to us. We highly recommend 
their services and feel well satisfled with 
the results and information we have ob- 
tained. —A Western Motor Truck Manu- 
facturer. 


A Nation-wide Fact Gathering Organization 


Our organization has for 20 years made a spe- 
cialty of getting personal reports on individuals. 
\We do business with concerns all over the coun- 
try. But it is only within the last few years that 
we have extended our service to furnishing per- 
sonal reports on applicants for positions. To get 
this information we maintain offices in all the 
larger cities and a corps of 20,000 inspectors 
covering all towns and villages throughout the 
United States. When you wish to get full confi- 
dential information about any ‘ndividual, simply 
advise our nearest office (see tist below) and a 
full report on that individual will be furnished 
within a few days. It makes no difference where 
the applicant may live, or has lived, we have the 
facilities to find out about him. 


Let us send you, WITHOUT OBLIGATION, further information re- 
garding our new form of employment report. You will be surprised at 
how little it costs to back your own judgment in selecting employees 
with our fact-giving reports. They are saving other employers a great 
deal of time and money. They will do the same for you. 


EMPLOYMENT REPORT DEPARTMENT 
THE RETAIL CREDIT COMPANY 


Atlanta, Georgia 


New York, Chicago, Boston, Philadelphia, Detroit, Cincinnati, San 


Francisco, 


Richmond, Des Moines, Birmingham, Atlanta, Oklahoma 


City, Portland, Dallas, Denver, Kansas City, Memphis, Minneapolis 


THIS COUPON WILL BRING YOU FULL 


Individual 
Firm 
Street Address 


City 


S.M. 


PRICES REGARDING OUR NEW EMPLOYMENT REPORTS. 


INFORMATION AND 


J in. 


Sales Management 


How to Buy Cheaply What Others Have 
Spent Much Money to Learn 


—in the shape of exhaustive, deep-going 
Analytical Reports on Sales management Problems 


Tremendously costly experiments in 


selling methods are constantly 


going on throughout the country. 


You have 


now, of course, some superficial information about the experience of others; but the Bourse Reports are unique in their 


detailed exhaustiveness 
Bourse 

These reports come pny in’ typewritten, 
packed with detailed fact without padding, 
a problem. Look at these subjects and prices- 
completeness of treatment. 


Automobiles for Salesmen: 
tual figures and facts concerning automobiles for 

iS against gto yy train; statistical comparisons 

concerns which have used both methods; methods of 
pent 


sales 


iting, expense 
Branch Office Methods: 
Experiences and methods used in handling 
tricting ot territory, etc. 


service, 
salesmen 


Bonus and pe ergo ge Methods i Salesmen: ; 
\ 0-page alysis of prize, bom ind compensation meth 
| l arrange 


s: and salesmen’s contract and commission 


Chain Store Statistics and Data: 
Extent and chari f hain store field 


study of capital 
costs, turnover, et 
Consumption gpa otras Capita): 
t pone ynsul a 
Correspondence Courses for Sites 
\ is in use by firms as to torm 


their use, outlining special plans bor etd y.6sas 8 


Co-operative Advertising: ; 
Analysis ot various pl ans of 
experience ol 


Dealer ‘Stimulation Methods: 


S 


publicity ; 


10ns of inter 


)-operative 


20 different associat 


Distribution Data: 
St analysis 
Vi regard to 
trat 1 with : 
ag meng of — oo : 
! rds ruring th ndividual efficienc 
Exclusive Agency and Seanad Store isteies 
ger Sewing Machine Co., 
I agency and exclusive 


St w Su Globe 


Exclusive Wholesale Agency aitaiaias 
St method of operation of 


wencies 
Jobbing ies: tits 

f the grocery field, creating jobbing centers accord 
size of jobbing business, map 28x24 marked with 


red pins 


sappy ot Geode Fresh on Dealer’s ciialiatins 
Ar ot meth« s of keepit g peris 


+ t 


date 


Merchandising Plans—Compilation of Desvenennns 
\ 1” 


lete analysis of a great man ans ot 
] 


I nerchandis 

and their actual Detailed 

nation on selling plans and campaigns of the coun 
ost aggressive concern ° 


results in experienc 


a here 


other business houses. 


experience o! 


them 


ownership, etc......$ 


also in their intelligent merging of all experience into one 
Reports have 9 years of experience by an extensive organization 
loose-leaf form, kept up to date, averaging about 100 pages; 
giving absolutely specific details. 


20.00 


20,00 


50.00 


.$100,00 


specific consensus of 


behind them. 


Merchandise Quotas—Establishing: : 
Definite figures and data for tiguring apportionment ot 


sales quot: is, including a great many statistics and plans..$ 


Missionary Sales Methods: 
nalysis of various methods of handling missionary sales- 
men; breaking open new territory; co-operating with 
jobbers, developing backward territory, 

Price Maintenance: 

200-page analysis of complete 


price; legal decisions, 
ise, etc. 


subjects of 


maintaining 
reproductions of 


agreements Ine 


Prize Contest Analysis: 

Detailed study of methods used in consumer prize contests 
through advertising; exact figures of 
periences; legal restrictions, 

Prize Systems for Retail Clerks: 
yh ag s for retail clerks and 
riences and details 

Sales Bulletins: 

Sales 


jobber’s salesmen; 


nalysis of Bulletins of various firms with 


trations of bulletins in actual 
Sales Conventions: 
Reasons for holding sales conventions, 
used and results of such 
on the me 


details of methods 
conventions and their effect | 


Sales Districting: 
Study of the different sales districts now used; methods 
of providing districts; compilation of 
districts 
Sales Manuals: 

Complete report on sales manuals, 
ples; compilation methods, sample 
ot contents, etc 

Sales Manuals for eulees’ Clerks: 

Standard outline of contents, 


giving concrete 
chapters, 


exam 


ideal ple in 


errors and pitfalls to 
methods in use for securing the study of such manual. 
Sales Organization Chart: 
3lue print of ideal anization with instructions, 
ind notes on best form of sales organization 
Salesmen Handling Advertising of House: 
Methods of instructing salesmen in advertising, training 
them, making them representatives of advertising de- 
partment and getting best advertising results 


sales org 


Salesmen’s Remuneration Arrangements: 
Analysis of remuneration plans, 
combined | salary-commission. 

standard use 
Sampling and Local Crew Work Methods: 
Exact methods of handling crews to best 
periences, successful ideas 


salary, commission, 
Salesman’s contract 


advantage 
Schools for Employes: 


Study of ba various methods 
for em] 


used 


Schools for jl 
Analysis of the various experiences of 
large, and methods used in 


many details 


firms, small and 
conducting sales schools; 


‘THE BUSINESS BOURSE, INT. INC. 


347 FIFTH AVENUE 


NEW YORK CITY 


various firms’ ex- 


tacts concerning 


avoid, 


experience. 


ach page 
They give the final word and fact about 


the prices should recommend these reports to you, as an indication of 


is no more rapid and economical method of growing than by studying the complete and carefully digested 


Order reports from the above list at once, or write for table of contents of any 


